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This research primarily investigates the relationship between race ethnicity and consumer use of 
mobile phones in-store to facilitate purchase decisions. Data were collected by a telephone 
survey of a nationally representative sample of US adults between January 5 and January 8, 
2012. The data collection was sponsored by the Pew Foundation and made available for this 
research. The data were analyzed with the software R and its survey package that allow 
researchers to incorporate the sampling weights to estimate population statistics, standard errors, 
and confidence intervals.  
 
The independent variables were demographic variables (race ethnicity, gender, and household 
income) and behavioral variables (tablet and E-reader ownership index, and social networking 
service (SNS) and Twitter use index. Results showed that minority (Non-White) adults were 
significantly more likely than White adults to use their mobile phone in-store to 1.) purchase 
products with mobile coupons, and 2.) scan barcodes for product information. Univariate 
analyses showed SNS use and tablet/E-reader ownership were both significantly associated with 
the instore use of mobile coupons and of mobile phones to scan barcodes for product 
information. Multivariate analyses showed that only SNS use was associated with instore mobile 
coupon use. Both univariate and multivariate analyses showed that greater household income 
was significantly related to a greater mobile coupon use but was not associated with greater 
likelihood of barcode scans for product information. These results show that minorities are 
forefront of the use of mobile phones to assist with in-store purchase decisions. 
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